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CHAPTER I 
INTRODUCTION 
Statement of the Problem 
The purpose of this study was to prepare a guide for 
field trips that would be of value to teachers of consumer 
education courses at the secondary school level. The guide 
is designed to be of use to teachers in planning field 
trips in their own communities . 
Justification of the Problem 
Scientific management has contributed many 
improvements to the production processes in the United 
States . These principles of scientific management, when 
applied to the myriad of technological improvements of our 
era, tend to win the battle of production in this country . 
The American consumer's battle, however, is far from won; 
during the past 35 years, the problems of the American 
consumer have been greatly increased because of thousands 
of new inventions, improvements, and the complexity of the 
distribution processes in the United States. 
The significance of this study rests in the belief 
that it will provide an instrument that can be used in the 
educational field to assist in eliminating "consumer apathy 
1. 
'( 
1 bred from long years of virtual neglect. 11 
Chase offered this thought concerning the ~orance of 
the consumer : 
We are all Alices in a Wonderland of conflicting 
claims, bright promises, fancy packages, 
soaring words , and almost inpenetrable 
ignorance . 
One must conclude that even in this day of education 
for all, the great bulk of our American population 
continues to be "Alicea in a Wonderland." Price3 tends to 
think along these lines when he says : 
We pride ourselves on the advances we have made 
in the science of production. Yet, as the 
production task becomes simpler, the problems 
of the consumer become more complex. The great 
forward s t rides in production are not found in 
consumption. This lack of interest in the 
problems of the consumer could be conveniently 
ignored if it were not that the results are so 
tragic to society and to the individual . 
Price4 continues this thinking in the following 
statement : 
1 
The market of today presents many problems and 
difficulties to one attempting to make intelligent 
Beem, Eugene R. , "Consumer-Financed Testing and Rating 
Agencies, 11 The Journal of Marketing, Vol . XVI, January, 
1952, p . 282 . ---- --
2 Chase, Stuart and Schlink, F.J., Your Money's Worth, 
The Macmillan Co . , New York, 1927, p . 2 
3 Price, Ray G. , Improved Methods of Teaching the Business 
Subjects, Mon. 63, South-Western Publishing Company, p. 59 
4 Ibid., p. 60 
2 
purchases . Formerly, the buyer and seller 
't·rere near each other . They lived in the same 
community and knew each other . The consumer 
knew from what and how his goods were made . 
The maker had specific instructions from the 
buyer as to what was wanted . Today the consumer 
and producer are separated by an intricate 
market organization . The number of goods 
available on the market has added to the already 
complicated task of buying . OUr present 
confusing array of products is perplexing to the 
uninformed consumer . Only when the consumer has 
and uses the ability to choose and select 
intelligently from the many available commodities 
will he be able to make such a market condition 
contribute to his own \velfare . 
These thoughts expressed by Price are significant for 
they indicate the need for a more enlightened consumer 
increases with each technological advance on the production 
front . Tonne5 suggests that the schools can do much to 
raise the consumer to a more effective status when he enters 
the market place : 
All of the resources of the school , backed by 
wisely organized curriculums and functioning 
courses , are needed to give training to the 
consumer of our present complex economic 
structure . 
The statement that the school is the agency of society 
that must step forward and rescue the American consumer from 
his plight is made by Trilling, et al6 : 
5As found in Douglas , Harl R., The High Schoor Curriculum, 
The Ronald Press Co ., New York, 1941; ~1. 
6Trill ing, Mabel B., "et al 11 , When You Buy, J . B. Lippincott 
Co ., Chicago, 1940, P • V. 
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The school should help every student to develop 
interests, techniques, understandings, and 
judgments which will enable him to solve his 
everyday problems . There is one problem which 
absorbs a large proportion of the thought and 
energy of every person . This is his never 
ending struggle to secure for himself as many 
of the world 1 s commodities and services as he 
needs and desires . Our twentieth century 
social and economic civilization is so 
organized that we must depend upon others to 
provide most of the goods and services we 
want . We must buy many things . Vfuen we buy, 
we naturally want to get as much as possible 
for our money . This has become a very real 
problem. Not every purchase is wise . Not 
all buyers are well prepared to meet the 
problems of everyday life which confront 
them as consumers. 
In justification of the field trip as an 
educational device Bye7 has said : 
Schoolmen must find methods of schooling 
which will avoid pedagogical verbalism 
and theorizing and provide common-sense, 
first hand contacts with the prevailing 
patterns of life throughout the school 
experiance of all children. 
8 Alberty also speaks of the field trip as a 
worthwhile method of bringing the life situation to the 
student : 
Field trips illustrate one way to break from 
traditional practices . The experiences of 
the trip play back into the classroom 
activities to enrich them, and classroom 
activities add significance and meaning to 
the trip . 
7 Bye , Edgar C. , 11Direc t Experience Through Field 
Studies, 11 The Bulletin of the National Association of 
Sec§ndary-SChool Principal;:-Vol . 31, May 1947, p . E7 
Alberty, Harold , Reorganizing the High-School 
Curriculum, The Macmillan Company, New York 1950, p . 137 ~~====~~~~~--~ 
Tonne9 Relates the field trip to the course in consumer 
education when he states: 
In almost every section of the country 
opportunities for interesting and instructive 
fiela trips relating to consumer activities 
are presented. In all the larger and many 
of the smaller cities, there are department 
stores with more or less satisfactory 
testing laboratories . In most communities 
the municipality has a testing laboratory 
for aid in purchasing . karkets and stores 
may be noted for comparison, and trips 
made to museums of practical arts and 
science. Or , if such visits are not 
possible a sale may illustrate a problem. 
Within easy reach of most communities is 
a local wholesale food market. These 
situations and others furnish many 
practical examples of the principles 
being taught in the classroom. 
Field trips as a part of a course in consumer 
education will vitalize the course for the student. It 
will challenge the teacher and tend to create a closer tie 
between the school and the community. 
Explanation of Terms 
The following excerpts and explanations of terms are 
presented to clarify the terminology used in this study: 
9Tonne, Herbert A., Consumer Education in the Schools, 
Prentice-Hall Inc ., 1941, p . 3ll -----
Field TriplO 
The term field trip is used to designate any 
organized excursion which is taken by school 
pupils as an integral part of their 
academic work, and primarily for 
educational purposes. Although field trips 
have many nonacademic values, their major 
purpose is instructional , and as such, they 
are not to be identified with school trips 
taken to participate in athletic, musical or 
forensic contests, with hikes or picnics 
organized for pleasure purposes, or with 
sightseeing journeys taken by graduating 
classes. None of these activities should 
properly be called a field trip . 
Consumer Educationll 
The purpose of consumer education is to help 
people become more intelligent, more 
effec tive, and more conscientious consumers. 
The Consumer Education Study expands on the meaning of 
intelligent with 11 statements, effective with eight , and 
conscientious with 11 statements . 
1. Intelligent to develop a philosophy of 
life that will guide in making 
decisions as to relat ive values - the 
basis of wise choices of goods and 
services . 
lOolson, Edward G. , School and Community, Prentice- Hall 
Inc . , New York , 1947, p . 148 -
11consumer Education Seri es , The Modern American 
Consumer, Consumer Education Study, National Association 
of Secondary School Principals, Washington, 1947 
PP • 48-66 
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2. Intelligent to become aware of the variety of 
goods and services that are available, and to 
recognize and appreciate more of the possibilities 
that our civilization affords for rich, zestful 
living. 
3. Intelligent to evaluate and plan the wise use of 
their individual resources (current and potential) 
of time , energy, money , and personal capital 
goods ; on this basis to set goals for living, both 
immediate and long-range, t aking into account both 
the richness of consumer possibilities and the 
limitations of individual resources. 
4· Intelligent to understand that every purchase of 
goods or of services is an ec onomic vote that 
will in part debermine the kinds which will 
henceforth be furnished . 
5. Intelligent to understand and appreciate the 
fundamental socio-economic principles which make 
for increased production and better distribution 
of cons umer goods and services and a continued, 
high level of effective demand. 
6. Intelligent to understand the organization and 
operation of our system of production, 
distribution, and merchandising; to evaluate 
the strengths and weaknesses of our industrial 
and economic system as it affects consumers; 
and to evaluate proposals for its improvement. 
7. Intelligent to understand how government, which 
with us is democratic group action, contributes 
to the protection and advancement of general 
consumer welfare; and to evaluate proposals for 
increased , diminished, or modified government 
activity on behalf of consumers . 
8. Intelligent to understand the respective roles, 
separate and cooperative , of government and of 
private enterprise in providing for the 
satisfactions of consumers . 
9· Intelligent to understand that a considerable 
part of consumers' needs are satisfied by 
consumption of social wealth; that therefore 
the wise spending of t he tax- dolla r is as much 
a consumer's concern and responsibility as the 
wise spending of his purse-dollar, and that 
judiciously taking advantage of available social 
services is one means of increasing real 
income . 
10. To appreciate the contributions to wealth and 
good living made by goods or services produced 
or furnished at home , by oneself or by one ' s 
family, and to evaluate possibilities for 
utilizing this source of satisfactions . 
11 . Intelligent to appreciate that every individual 
consumer ' s continual welfare and happiness are 
ultimately dependent on t he general welfare and 
happiness of the people as a whole . 
12. Effective in managing personal financial affairs , 
both routine day- to- day activities and those 
matters of a long- term nature such as budgeting, 
saving, using credit , insuring against risks , and 
investing one ' s funds . 
13. Effective in selec ting and buying goods and 
services , getting what is needed with economy 
of time , effort , nervous strain, and money . 
~. Effective in progressively accumulating reliable 
and up- to- date information about goods and 
services , their price , quality and the probable 
satisfactions they will yield, using critically 
a sufficient variety of the valid sources of 
information . 
15. Effective in using goods and services in such 
a manner that they will yield t h e greatest 
possible satisfactions to oneself , his family, 
and larger groups. 
16. Effective in caring for goods so as to get 
long life and full val ue . 
17. Effective in making goods and providing services 
for oneself or family , extending or contracting 
this non- commercial production as may seem wise 
under varying circumstances . 
18. Effective in maintaining desirable relationships 
with those with whom business is carried on. 
19. Effective in group action to maintain existing 
conditions which are conducive to the best 
interests of consumers and to promote changes 
which further promise improvement of the consumer ' s 
8 
status . 
20 . Conscientious to develop a high sense of purpose 
for society as a whole, analogous to the 
individual's formulation of his own personal 
goals . 
21 . Conscientious to evaluate current business and 
governmental practices and proposals for change 
in the light of the devel oped goals for society. 
22 . Conscientious to participate actively in 
maintaining and improving a social and economic 
environment in which all the people find it 
progressively easier to satisfy more of their 
basic needs and reasonable wants . 
23. Conscientious to practice those habits as 
shoppers, buyers, and users which help the 
business system to operate smoothly and 
economically. 
24. Conscientious to develop good relations with 
those who have a part in providing consumer 
goods and services . 
25 . Conscientious to consider the just interests of 
others - including workers, producers, distributors, 
and merchants, as well as other consumers - and 
to coordinate personal interests of others making 
for the common good. 
26 . Conscientious to give preference to goods produced 
and distributed under fair labor conditions, 
whether in our country or abroad, and to deal with 
reliable vendors . 
27 . Conscientious to refrain from practices (hoarding, 
buying in an illegal market, e . g . ,) that harm 
society as a whole . 
28. Conscientious to refrain from exploiting the 
urgent necessity of others . 
29 . Conscientious to refrain from demanding special 
consideration (lowered price, extra and 
unnecessary services, e . g . ) that generally cannot 
be given to others . 
9 
/o 
30 . Conscientious to develop an active consumer 
consciousness which will serve to counterbalance 
overemphasis upon producer interests in 
legislation. 
Delimitation of the Problem 
The number of trips that were organized were varied so 
that the teacher or director of the field trip might choose 
only those trips that his particular class would find most 
beneficial . 
The areas of food , clothing , the automotive field, 
jewelry , and household furnishings were selected as sources 
of field trips . These commodities draw heavily on t h e income 
of the consumer . Because of the many sources of consumer 
expenditures , no attempt was made to give coverage to the 
areas of shelter, recreation, health, government , and art . 
It is suggested that field trips can be developed in these 
areas , however , there will be no mention of these important 
areas in this study. 
The teacher will find that the field trips presented 
will serve as a guide for excursions in most communities . 
Each community, regardless of size , will have in or near 
it retail outlets that provide the distribution services 
covered in this study. 
The teacher will find that the field trips presented 
will serve as a guide for excursions in most communities . 
10 
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Each community regardless of size , will have in or near it 
retail outlets that provide the distribution services 
covered in this study. 
This study was prepared to serve as a guide to the 
teacher of consumer education in the formulation of field 
trips in his own community. It does not attempt to 
establish contact with any particular business enterprise 
for the purpose of arranging for a group visit . 
Organization of Chapters 
This guide includes chapters on an introduction to the 
problem, related literature , a series of field trip plans , 
recommendations , and a bibliography. 
The series of field trips have been illustrated to give 
the teacher of consumer education a device which will 
motiv&te the student in the course through the medium of a 
life- like educational instrument . 
~1 
., 
CHAPTER II 
RELATED LITERATURE 
The related literature in the field of consumer education, 
and the subject of field trips was examined. A careful study 
of the literature concerned with the field trip was made, 
including : 
1 . The popularity of the field trip. 
2 . The businessman ' s attitude toward the field trip . 
3. The need for planning in the preparation of the field 
trip. 
4· The check- list . 
5. Parent ' s consent for student participation in the 
field trip . 
6. Legal consequences. 
7. Discipline . 
8. Transportation. 
Flynn1 wrote of the popularity of field trips: 
Field trips are comparatively new in educational 
possibilities . The idea itself is not too new, 
but the effective conduct of such trips and the 
popularity of them with administrators,teachers 
and businessmen is only recently gaining 
momentum. 
This view seems to have merit . For today , the trend 
1Flynn, Katherine C. , A WorkinB ~ ~ ~ ln Plann1ni 
Field Trips to Businesses in Worcester, Massachusetts , and 
Vic i nity, Master ' s Thesis,-eoston University, 1950, p . ~ 
12 
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in t he secondary sch ools is toward more excursions into the 
community. 
In discussing t he value of the field trip Olson2 states : 
Firsthand acquaintance with varied and natural 
and social phenomena is an essential aspect of 
realistic school instruction. As one means to 
this end, the field trip technique possesses 
certain specific values of great significance . 
Olson3 believes that every community is a rich source 
of information and advocates the utilization of local 
resources by the school th rough the medium of the field 
trip . The following ways are listed in which the field 
trip can prove its worth : 
1 . Facilitate opportunity for personal 
experiences which are real, concrete , 
dramatic , and hence highly educative . 
2 . Provide sensory perceptions which cannot 
otherwise be experienced - the taste of 
fresh milk, the odor of wild flowers, 
the roar of machinery, the heat of a 
steel mill, the sight of real things in 
the real world of adults . 
) . Deepen insight into even familiar 
phenomena in the environment, for as 
these matters are freshly interpreted, 
they take on new meaning . 
~· Motivate school work by utilizing 
natural curiosity, and thus make 
possible those deep satisfactions 
which arise out of personal 
exploration and discovery . 
2
o1son, ££• cit., p . 149 
3~. , p . 149 
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5. Arouse student interest in new areas of 
thought and activity, thereby often 
leading to further individual reading and 
field explorations outside of school 
hours . 
6. Integrate classroom instruction by 
exposing conventional subject matter 
divisions as artificial, and by 
enabling pupils to view facts and 
forces as they exist in their everyday 
relationships . 
7. Enrich the instructional process for 
both pupils and teacher, since the 
very activity of jointly planning, 
executing, and evaluating an excursion 
provides a common experience of 
considerable educational significance. 
8. Build character through the practical 
necessity of developing such traits 
as courtesy, patience, sportsmanship, 
cooperativeness, and the like . 
Jones4 in a discussion of visits to various industrial 
and commercial establishments, indicates that when such 
visits are well organized they can be valuable to the 
student in the secondary school. He states : 
The best results are obtained by careful 
cooperation with the heads of these 
establishments . In this way the teacher 
may find what parts of the shop can be 
visited, what can be seen, and when the 
visits may be made. The teacher can give 
the superintendent or foreman a clear idea 
of what is wanted and, sometimes, even an 
outline of what would be helpful by way of 
explanation. 
4Jones, Arthur J., Princi~les of Guidance and Pupil 
Personnel Work, McGraw-Hillook COmpany, Inc~New York, 
195~, P • 3m-
McGrath5 found that field trips and plant visits 
were given increased exphasis by business . He stated 
that educational groups led all other groups with the 
exception of employees' families and friends in total 
visits to industrial and business plants . He further 
states : 
Public relations and plant management 
definitely favor well- planned plant 
visits . The opposition shown by some 
production managers and foremen has 
faded into nothingness with soaring 
production figures. Industry is pleased 
with teaching the youth of a nation. 
The need for planning and careful preparation 
if the field trip is to be successful is 
suggested by Jones6 : 
Definite preparation of the class should 
precede the visit in order that they may 
know what to look for and that they may 
have a sufficient understanding of the 
operations to enable them to ask intelligent 
questions . 
Green? writes of the field trip as follows : 
5McGrath, Francis L., Field Trips Into Industry for 
Social Studies Classes In and Around Boston., A Service 
Paper , Boston University , 1949 , p . 15 
6 Jones, loc . cit . 
7Green, David B. , Field Tri~s, Guest Sleakers, Films, 
and other Vi s ual Material s Ava~lable to H gh Schools bz 
Selected Business Firms in Metropolitan Boston . Master's 
Thesis , Boston University , 1952, p . 3 
15 
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If the trip is well planned , well conducted , 
and well motivated by definite aims or 
objectives , the experiences that the students 
will derive from the trip wil l be greater 
than that acquired in the traditional 
educational manner . 
The necessity of establishing objectives for the 
trip and taking precautions that the group understands 
the objectives is mentioned by Carlson. 8 He further 
writes, "After the field excursion is over there ought to 
be opportunities for the students to evaluate and discuss 
what was found." The need for this follow- up is evident 
if the field trip is to be an effective educational 
instrument . 
Bye9 in a discussion of organization and procedure 
of field trips also indicates the importance of adequate 
preparation and also of the need for checking up after 
the trip . 
10 Olson speaks of planning the trip and lists the 
following considerations which he believes are fundamental 
in planning successful school excursions : 
8
carlson, Reynold R. , 11Enrichi~ the School Curriculum 
~ Usin~ the Immediate Environmen~,~e Bulletin of the 
Nationa ASSociation of Secondary SchOO! Principals; Vol. 31, 
May, 1947 , Number 147-,-p. 86 
9 Bye, ££• c it . , pp . 89-93 
10 
Olson, School and Community, p . 155 
16 
1 . Every field trip should arise out of class 
or school activities . 
2 . Every field trip should maintain a 
definite purpose, meet a specific need or 
to solve a particular problem. 
3. Every field trip should be limited in 
scope . 
4· Every field trip should utilize all 
opportunities for character training. 
5. Every field trip should be planned with 
care, so as to avoid waste of time and 
effort . 
Olson11 lists 16 specific steps in the planning 
process : 
1 . Determine the purpose : 
a . To serve as a preview of a lesson 
and for gathering instructional 
materials . 
b . To create teaching situations for 
cultivating observation, keenness, 
discovery - to enc ourage children to 
know and see the things about them. 
c . To serve as a means of arousing 
specific interests . 
d . To supplement c l assroom instruction. 
e . To verify previous information, 
class discussions and conclusions, 
or individual experiments. 
2. Study the problem: 
3. Formulate questions to be asked: 
4· Make necessary arrangements: 
a . Invite a few helpful parents . 
b. Secure permission to visit the 
chosen centers of interest. 
c . Complete all necessary business 
arrangements with the proper 
officials involved . 
d. Arrange with hosts and speakers for 
a definite schedule. 
Ilrbid., JRP · 1~5-lQJ 
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e . Send written reminders to all those 
persons a day or two in advance of 
the trip itself . 
f . Make adequate provision for meeting 
the necessary expenses involved in 
the trip . 
g . Decide what wearing apparel is 
appropriate . 
h . Be sure that the teacher goes over 
the entire itiner ary in advance . 
i . Develop a printed guide sheet to be 
given to each excursion member . 
5. Secure consent slips from parents . 
6. Make a travel list . 
1. Provide for adequate adult supervision . 
8. Make last- minute check : 
a . Check on physical condition of the 
pupils . 
b . Note the appearance and dress of the 
students . 
c . Determine whether each pupil has 
brought his correct carfare , lunch , 
equipment . 
d . Consult the school secretary to be 
certain that consent slips for each 
child have been received. 
e . Check the travel list . 
f . Summarize and clari fy , for the 
class the purpose of the excursion. 
g . Ascertain whether those pupils with 
special assignments understand their 
responsibilities . 
h . Emphasize again the importance of 
safety first . 
i . Review the essentials of good 
behavior. 
j . Permit the class to get drinks and 
go to the toilet. 
9· Provide for children left behind. 
10 . Formally cancel the trip if necessary. 
11 . Organize the group for· travel . 
12 . Proceed en route . 
18 
13. Stimulate learning at the center: 
a. Arrange opportunity for the pupils to 
carry on their previously chosen 
learning activities. 
b. Keep authorized groups together. 
c. Be sure that insofar as possible every 
pupil is able to see and hear. 
d. Remain constantly sensitive to 
background factors. 
e. Watch the time carefully. 
14. Dismiss pupils from the school. 
15. Appraise the trip: 
a. Evaluate the trip in terms of the 
purposes originally established 
for it. 
b. Diagnose mistakes, difficulties. 
c. Discuss the conduct of the group and 
appraise it. 
d. Write letters of thanks. 
e. Record the highlights of the trip in 
some permanent form for future use. 
16. Express emergent interests: 
a. Discuss the significance of things 
learned. 
b. Express ideas and feelings through 
oral reports, written compositions, 
scrapbooks, photographic exhibits, 
graphs, maps, sketches, drawings, 
murals, scaled models, dramatic 
productions, public addresses and 
the like. 
c. Relate important findings, wherever 
possible, to other subject fields. 
d. Test for increased information, 
deeper insights, changed attitudes. 
e. Share the experiences with others. 
Roche12 mentioned the need for the field trip leader to 
take certain precautions to assure that any interference or 
12 Roche, Richard C., Selected Field Trips in and Near 
Boston for Classes in the Social Studies,Service Paper, 
Boston University, 194~PP• 6-7 
i9 
distractions that might arise during the trip would be dealt 
with efficiently. He thought that careful planning of 
procedures and objectives of the trip would assure a 
successful trip. 
The teacher should consult a check-list when considering 
field trips to assure that the most appropriate trip will be 
taken. Each teacher should prepare a check-list which is 
best suited for the particular needs of the group taking the 
trip. The following question-list for teachers was suggested 
by Harden: 13 
1. Is this the best choice of a place to 
visit to develop this particular piece 
of Vlork? 
2. What plans need to be made by the class 
to make this trip valuable to them? 
3. Is reading material on this particular 
grade level available to help answer 
questions which will grow out of the 
trip? 
4. Is the place too difficult to reach? 
5. What is the best means of transportation? 
6. How much time will be needed to make the 
visit worthwhile? 
7. How much time will be consumed in reaching 
the destination? 
8. What arrangements do I need to make with 
people outside the school? 
1~arden, M. , "Going Places and Seeing Things 11 , 
Educational Method, 1935, p . 328 
20 
9. What particular connections with other 
school subjects should be emphasized 
in this trip? 
10. Will the children be upset emotionally 
by this trip? 
11. Would other departments of the school 
be interested in using this excursion 
as a part of their regular work? 
12 . What are same of the related activities 
that may be expected to follow this 
excursion? 
Atyeo14 suggests the school send a courteous letter to 
the parents of each student taking the field trip . The 
letter is reproduced here : 
Your (son, daughter) •• ! f~Ptt ! ~ .~~~l ... . 
is enrolled in our ••• !$~~j~c~l ...... class . 
We earnestly wish to make this course as valuable 
as possible , and we believe that the value can 
be increaded by giving opportunity to pupils to 
acquire a firsthand acquaintance with places and 
objects about which we are studying . We are 
therefore offering to your (son, daughter) the 
opportunity of visiting, under our supervision, 
some of the buildings, museums, and other places 
of interest, where such firsthand knowledge can 
be obtained. 
We hope for your cooperation in this 
study- plan, and af~up£~ 1 ~oni!ze written permission for ••••.••••••••••••••• to take part 
in the proposed visits . Your permission for 
(him, her) to accompany us on any one occasion 
at a specified time does not impl¥ that you are 
granting permission for (him, her) to take part 
in all the excursions that are planned - although 
14Atyeo, Henry C. , The Excursion~~ Teaching Technique, 
Teachers College Contributions to Education, Columbia 
University, 1939, pp . 105- 106 
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we hope that you will be willing for (him, 
her) to share in all . 
The only cost for the supervised visits 
will be that of transportation and , in some 
instances , for small incidental expenses . 
It is estimated that the total cost for all 
trips will not exceed $ ..... for the term. 
If you are willing to let . ~~~~!} ! ~ . ~~~l . 
share in this first supervised trip made by the 
class , will you please sign and return to me 
the school waiver , without which the school 
authorities cannot allow any pupil to 
participate in any excursion. 
Yours very truly, 
(Teacher's signature ) 
• • • • • • • • • • • • • • • 
Olsonl5 in an analysis of the l egal consequences t h at 
might flow from a student participating in a fi e ld trip 
summarizes : 
It would b e unwise and of no legal value 
to have the parent sign a waiver of school 
responsibility. No parent can sign away a 
minor's right to have suit brought in his 
name should occasion warrant , and any 
request for such a waiver appears both 
ridiculous and irresponsible . The value 
of the parental consent slip lies solely 
in its documentary evidence that the parent 
knew and approved of the activity in 
question , and t h ereby assumed with and for 
t h e ch ild the ordinary risks inherent in 
such activity. Because of their possible 
legal significance , all parental consent 
slips sh ould be preserved for some time . 
Flynnl6 writing on "liability involved in mak ing a class 
trip ," concluded that field trips should not be discouraged 
15olson, School and Community, pp . 316-317 
16Flynn, ££• cit ., p . 18 
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merely because of the liability involved. This view is 
supported by other authors in the field . 
Bye17 reports that , " Laws in regard to the liability of 
school districts , school boards , and teachers vary in the 
different states ." He further comments on the liability 
involved in making field trips by saying, " ••• the teacher is , 
in most states , personally liable for injuries to pupils 
which can be shown to be the result of his negligence . " 
Olsonl8 suggests the following consent slip be sent to 
parents attached to a letter explaining the purpose of the 
field trip : 
Parent ' s Consent For An Excursion 
(Pupil's name) I hereby consent to allow my child 7 •••••••••• • ~ . 
to be take~ on an excursion to •••• ~~~~~t~~~t9~l . 
on •• i :Q~t~ J. ••• 
This permission is given on the understanding that 
{he , she) will be under school supervision 
throughout the time of the excursion itself . 
{Parent or Guardian) 
Signed ••••••••••••••••····· 
Date •••••• • ••••••••••••• • 
The need for the maintenance of discipline during the 
field trip is emphasized by McGrath : 19 
17Bye , The Bulletin of the National Association of 
Secondary School Principals , p . 90 
18
o1son, School~ Community, p . 316 
19 McGrath , .£!2. • cit ., p . 11 
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I. 
Group discipline is a decided must in plant 
visits . The teacher must be certain that 
the class understands fully what is expected 
of them . It is the teacher's duty to 
maintain direct control over the group at 
all times despite the presence of the guide . 
Plant managers literally demand this, 
haunted by the grim spectre of an industrial 
accident. 
In an examination of the means of transportation for 
20 field trips, Atyeo says : 
If the objective of an excursion is within 
walking distance of the school, 
transportation of course presents no 
problem; but when it is desired to make 
an excursion to a rather distant or 
perhaps not easily accessible point, the 
provision of suitable means of travel for 
the group may present real difficulties. 
Choice of the means will naturally be 
determined by the distance to be covered, 
the size of the group, the age of the 
pupils , and the character of the 
transportation facilities locally 
available . 
21 Olson discusses the three types of transportation 
usually available to the teacher, the school bus, the 
public carrier and individual transportation. If the 
school has at its disposal a school bus, this would seem 
to be the most convenient means of transportation . 
The field trip could be launched with a minimum of 
transportation difficulties for the teacher . The public 
carrier usually provides a charter service which t he 
teacher can arrange to engage for the use by the members 
2°Atyeo, ££· cit ., p . 89 
2101son, School and Community, pp. 306- 308 
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of the field trip . Bus, trolley car , subway and train are 
perhaps the most common media of the public carriers . 
Olson22 warns : 
Private automobiles are convenient to use for 
group travel , and possess the further 
advantage that they do not make the group as 
conspicuous to the general public as does the 
use of bus transportation. Only experienced 
and fully competent adult drivers should be 
permitted , however , and no car should be 
accepted which carries less than $100 , 000/ 
$300 , 000 public liability insurance . If this 
amount is not carried by the owner of the 
private car desired for school use , the 
school should request that such insurance be 
purchased at its own expense for the period 
of time necessary. Unless adequate liability 
insurance is carried, the legal risk of 
utilizing private automobiles is too great 
for both driver and teacher . And in any case , 
it is well never to use student drivers who 
are not of legal age; while they may be quite 
capable , any accident regardless of cause 
might bring upon the teacher and the school a 
charge of negligence that would be difficult 
to answer . 
In a study conducted by Atyeo23 to determine various 
means of transportation actually used by schools conducting 
field trips , the following question was asked of school 
principals , "What means of transportation is ordinarily 
used?" The results of the question based on 188 replies 
showed automobiles , walking , bus , train, and streetcar to 
be the most important means of transportation for field trips . 
22rbid., p . 308 
23Atyeo , The Excursion as a Teaching Technique , p . 89 
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The study of related litera ture indicated that field 
trip popularity is increasing in the schools today. The 
majority of businesamen , i f properly approached, will 
cooperate with the school in arranging for field trip 
visits . The teacher must take steps to insure t ha t all 
preparations are made for the successful conduct of the 
field trip . This requires a careful consideration of 
administrative approval, discip l ine , transportation 
problems , and legal consequences . 
Procedures 
In developing this guide for field trips that would 
be of value to the teacher of consumer education courses , 
the following procedures were employed : 
1 . Related literature was analyzed to determine the 
importance and need for such a study. 
2 . Meetings were attended with people in the field 
of business education, and t h e problem was 
discussed with them. 
3. The materials for the study were gathered from 
textbooks , pamphlets on buying , government 
publications , and consumer periodicals . 
4. The materials were classified, edited, and 
incorporated in the study. 
5. Determination of a series of typical field trips 
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was made . 
6 . Preliminary instruction regarding each trip was 
prepared to indicate the scope of each trip . 
7. Recommendations were stated, based upon the entire 
study. 
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CHAPTER III 
A SERIES OF FIELD TRIPS 
Each community in the United States has in its various 
distribution services a rich source f or the school to draw 
upon . The course in consumer education can utilize the 
facilities of the local retailer to bring the student vivid 
illustration of the principles of intelligent selection and 
consumption of economic goods . The course in consumer 
education is especially well designed to leave the boundaries 
of the classroom and enter the community via the field trip. 
The area of consumer education is dynan1ic and thus 
requires the use of interesting, worth-while educational 
methods to teach it . The field trip is one of the methods 
that rates a high priority especially for the consumer 
education field . The field trip has qualities that will 
appeal to even the most reluctant student . It assures that 
course content material will be maintained up to date. The 
field trip provides business with an opportunity to 
participate in the educational scheme . It allows the 
teacher to coordinate materials, theory and practices with 
the life situation. 
With these ideas in mind , the author presents this 
series of field trips for the course in consumer education. 
The plan for the field trip should consist of three 
principal parts . One class session should be devoted to 
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each of these par ts if possible . 
follows : 
1 . Class Preparation : 
The three parts are as 
a . The teacher should present to the class 
pertinent information on the business to 
be visited and the industry of which it 
is a part . 
b . There should be an extensive use of visual 
aids, especially graphs, charts, tables and 
models . 
c . Assignments of reading material, critic's 
reports, student participation reports and 
related work should be given to each student. 
d . Information sheets should be given to each 
participant in the field trip. This should 
include, things to look for during the trip, 
field trip directions, and a statement of 
discipline requirements . 
2 . The Field Trip : 
a . The student should note price tags. 
b . The student should be aware of price 
differentials between stores . 
c . The student should observe i f the store 
visited utilizes the "loss leader" device . 
d. The student should observe if premium offers 
made . 
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e . The student should note if the retailer 
visited handles "fair traded" products . 
f . The student should note the retailer's 
policy on trade-ins. 
g . The student should observe and draw 
conclusions on the operation of the store 
from the consumer's viewpoint . (Services 
offered, informative labeling, store layout, 
courtesy of personnel. ) 
3· The Follow- Up : 
a . There should be a class discussion of the 
field trip . 
b . There should be a presentation of student 
assignments . 
c . There should be a classification of the 
materials gathered during the field trip. 
d . Presentation and tabulation of evaluation 
sheets on the value of the field trip should 
be completed by the group . 
e . The class should send a letter of 
appreciation to the official of the firm 
that approved the visit . 
The teacher should complete and file for future 
reference the following field trip report form : 
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II 
To be completed by 
the director of 
the group taking 
the field trip . 
FIELD TRIP REPORT 
Date 
----------------
A. Trip title Official contacted in 
Destination------------------- making arrangements : 
Cost 
Tel . 
------------------- Tel . ____________________ _ 
B. Class 
Teacher 
Size of group 
c. Transportation --------------- Cost --------------------Company Tel . 
Opera tor 1 s name 
D. Departure time 
Going 
Return 
E. Student roster 
Names 
1 . 
2 . 
~: 5. 6. 
7. 
8. 
9· 
10 . 
11 . 
12 . 
~: 
15 . 
A. M. 
P.M. 
A. M. 
P. M. 
Going 
Arrival time 
Going 
A. M. 
P. M 
A.M. 
Return P. M. 
Return Conduct 
3.1 
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F. Statement of group conduct : 
Guide or plant official 
Signed 
Transportation operator 
Signed 
G. Durat i on of trip 
Best time to take trip 
Advance notice required 
Group size 
H. Things to see or hear 
I . Dangers to anticipate 
J . Publicity suggestions 
K. Related tours 
L. Comments 
(Teacher's signature) 
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The Food Retailer 
It is suggested t hat the field trip to the food 
retailer should consist of a visit to the super market 
chain store and a second visit t o an independent food 
market . This breakdown will give the student an opportunity 
to observe and understand the problems of both operations, 
and a knowledge of the marketing techniques employed by each. 
The following food departments should be visited: 
1 . Fresh fruits and vegetables . 
2 . Processed fruits and vegetables . 
3· Meat . 
4· Fish. 
5. Poultry. 
6. Dairy. 
The following nine suggestions on how the consumer can 
get the most food shopping value should be presented to the 
participants of the field trip : 1 
1 . The cost of food in different forms should be 
compared. 
2. The cost of foods which offer similar food 
value should be compared. 
3. Labels should be read. 
4. The consumer should buy in large quantities when 
practical . 
~ational Consumer-Retailer Council Inc . , How to Get the 
~~~Shopping, New York, 1950, pp . 2-4--
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The consumer should buy large sized containers if 
the size of the family makes it practical to do 
so. 
6. The consumer should learn to know quality in the 
food bought and to pick the quality best suited 
for his needs . 
7. The foods which are in plentiful supply should 
be purchased. 
8. The consumer should learn to gauge accurately 
how much his family eats . 
9 · The consumer should buy by weight . 
The s t udent should be familiar with United States Dept. 
of Agriculture Grades for fresh f r uits and vegetables. The 
2 following five grades are commonly used : 
Grades 
U. S. Fancy 
U. s . No . 1 
U. s . No . 2 
The U. S . Fancy grade is so nearly 
a perfect product that few items 
graded are so classified. 
This grade usually includes a 
large part of any United States 
grown crop . U. s . No . 1 may 
mean first or second quality 
depending on the product . 
This grade includes that part of 
the crop which possesses real 
value but does not have the 
attractive appearance and usable 
features that higher grades do . 
Low colored apples and potatoes 
partially covered with surface 
scab are good examples of this 
grade. U. S. No. 2 may indicate 
~ousehold Finance Corp . , 
Better Buymanship, Use and Care, Fresh Fruits and 
Vegetables . , Chicago;-1947,-p:-9 
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U. s . Commercial 
and 
U. s . Combination 
U. S . No . 3 
sec ond , third or fourth quality 
depending on the product . 
They describe an intermediate grade 
between U. s . No. 1 and the 
remainder U. S . No . 2 . 
This grade is used in the 
standards for citrus fruits . 
Processed Fruits and Vegetables appear in the following 
forms : canned, frozen , dehydrated , evaporated or dried.3 The 
student visiting the food retailer should be familiar with 
the basic differences between the three forms: 
Canned : 
Canned foods promote health and are capable of 
protecting the organism against avitaminosis 
(avitaminosis is a physical condition resulting 
from lack of or deficiency of vitamins in the 
diet . ) The protein, fat and sugar contents of 
fruits and vegetables are influenced by canning 
in about the same measure as by ordinary cooking; 
that is , the loss in these substances is 
negligible . 
There are minor losses of minerals in canning . 
Water soluble nutrients are dissolved more or 
less in the liquid in which the food is canned; 
for this reason , to obtain maximum food value, 
the liquid should be used . 
The vitamin A or carotene (a substance transformed 
to vitamin A in the body) is only slightly 
affected when fruits and vegetables are canned . 
There is some loss of thiamin (vitamin B1) and 
riboflavin (vitamin B2 ) in canning. The loss of 
vitamin C in canned foods varies. The retention 
of this vitamin is higher in citrus products 
than in tomato juice and canned vegetables . 
3rbid . , PP · 6-7 
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Frozen: 
No vitamin or mineral is destroyed by freezing 
but some l osses of the water soluble nutrients, 
such as thiamin, riboflavin, ascorbic acid 
(vitamin C), minerals and sugars occur during 
the blanching (or in some cases complete 
cooking) by processors . 
Defrosting, refreezing , high temperature 
storage or prolonged storage at low 
temperatures may cause considerable loss of 
certain vitamins. 
Dehydrated, Evaporated and Dried : 
Nutritionally, dried fruits contain minerals, 
especially iron, and certain vitamins . Nearly 
all dried fruits are good sources of vitamin 
A, and some contain riboflavin and thiamin. 
Dried beans, so widely used, are a good and 
inexpensive source of iron, thiamin, and 
riboflavin . They also contain calcium and 
phosphorus . They are often used as meat 
substitutes because they contain a large 
amount of protein. However, they are incomplete 
(do not include all the essential amino acids) 
and for good nutrition must be- supplemented in 
the diet by animal proteins which are complete, 
like milk , eggs, meat, fish and cheese. 
The five principal types of commercial meat are beef, 
veal, lamb, mutton, and pork. The four most important cuts 
are roasts, chops, steaks, and shanks . 4 
The system of grading used for meats is as follows:5 
U. S. Prime Prime beef has a thick 
covering of firm white fat. 
4 Household Finance Corporation, Better Buymanship , Meat, 
~, Poultry, ~, Chicago, 1951, p . 4 
5 Ibid., P • 12 
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The lean is pink or bright 
cherry red , firm and well 
marbled . Only the best 
steers and heifers 
qualify for this grade. 
U. S. Choice Comes from steers, heifers 
and some young beef- type 
cows which have been 
corn- fed . It is tasty , 
relatively economical and 
reasonably tender. The 
lean may be darker than 
t hat of prime and usually 
contains some, but not 
much marbling. 
U. S. Good Comes from grass-fed young 
steers, heifers and some 
well-meated cows; has a 
large amount of good lean 
and is economical in price. 
U. S . Commercial Most of this grade is from 
mature cows. Steer and 
heifer beef of this grade 
has little or no fat 
covering and no marbling. 
Fish is sold in the following market for.ms : 6 
1 . Whole or round 
2. Drawn 
3· Dressed 
4· Fillets 
5. Steaks 
6 . 
Ibid . , p . 16 
- --~-===--c 
Fish as they come from 
the water. 
Fish that have only the 
entrails removed. 
Fish that have entrails, 
scales, head, tail and 
fins removed. 
The side portions of the 
fish . 
The cross-section slices 
o.f large sizes of dressed 
fish. 
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The following types of fish are marketed : 7fresh fish, 
frozen fish, cured fish, shellfish, and canned fish. 
The student should know how to judge the freshness of 
fish. The following criteria is suggested by the National 
8 Consumer-Retailer Council : 
1. Eyes 
2. Gills 
3. Scales 
4. Flesh 
5. Odor 
They should be bright, clear 
and bulging. 
They should be reddish pink 
and free from odor. 
They should adhere tightly to 
the skin and have a sheen. 
Must be firm and elastic s o 
that it springs back when 
pressed. 
The odor should be fresh. 
There are five principal kinds of poultry available to 
the consumer , chicken, turkey, duck, goose, and squab . The 
three most popular market styles are as follows : 9 
1 . Live Comparatively little live 
poultry is now sold to 
consumers , although it is 
still available in some 
markets and in some areas . 
It carries no grade 
identification and must be 
completel y prepared for 
cooking by you or by your 
meat dealer . 
7Ibid. , pp . 15- 16 
~ational Consumer- Retailer Council Inc . ,~, New 
York , 1950, P • 3· 
9Household Finance Corporation, Meat, Fish, Poultry, 
s, Chicago, 1951, pp . 19-22 ~~======~~~ 
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2 . Dressed 
3. Ready- to- cook 
Poultry which has been 
killed, bled and ~icked 
(feathers removed) is called 
dressed poultry. The entrails , 
head and feet are not removed. 
This is fully drawn 
(eviscerated) - all entrails 
and internal organs removed. 
Head , feet , oil sac and 
almost all pinfeathers are 
removed . Kidneys may be 
left in. Giblets and neck 
are claened and usually 
wrapped and placed inside . 
The United States Department of Agriculture grades 
10 poultry in the following manner : 
1 . u.s . Grade A 
2 . U. S . Grade B 
3. u.s . Grade C 
A poultry must be well- fleshed 
with full breast, meaty legs, 
fat well distributed under 
skin, no deformities, practically 
no tears or bruises . 
Birds may be those which fall 
short of the standards for 
Grade A. 
Poultry is of still lower 
quality ~~d is not individually 
labeled. 
The student participating in the field trip to the food 
retailer should be familiar with the following sizes and 
weights of eggs : 11 
10I!?1.9:·, p . 22. 
1~nited States Department of Agriculture , Poster , 
Government Printing Office , Washington. 
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1. Jumbo 30 oz. per day 
2. Extra Large 27 oz. per day 
3. Large 24 oz. per day 
4. Medium 21 oz . per day 
5. Small 18 oz . per day 
6. Peewee 15 oz . per day 
The United States Department of Agriculture grades Eggs, 
AA, A, B and c. 
The following Butter grades and scores are used by the 
United States Department of Agriculture12 : 
Grades : Scores: 
1. Grade AA or Special 93 or above 
2. Grade A or Extra 92 
3· Standard 90 to 91 
4· Grade B 89 
5. Grade D 84 
Scores : 
1. Flavor 45 Points 
2. Body 25 Points 
3· Color 15 Points 
4· Salt 10 Points 
5. Package 
...2 Points 
100 Total 
12Ibid. 
There are five forms of milk products listed by the 
National Consumer-Retailer Council: 13 
Forms : 
1. Homogenized 
2. Vitamin D milk 
) . Chocolate milk 
Milk so treated that the 
fat globules are broken 
up and distributed evenly 
through the milk. Its 
food value is the same as 
that of whole milk. 
Because homogenized milk 
may be more quickly 
digested than regular 
milk it is sometimes 
recommended by doctors 
for special uses. Some 
persons prefer the 
flavor of homogenized 
milk . Others consider 
it a disadvantage to 
have no "top milk . " 
Milk to which 400 units 
of vitamin D per quart 
have been added. 
Milk to which sweetening 
and chocolate have been 
added. Read the label 
on the bottle cap to 
know whether skim milk 
or whole milk has been 
used . Also be sure to 
read the label of 
chocolate drinks sold 
under special names 
since their milk 
content may vary. You 
may wish to compare 
the cost of prepared 
chocolate milk with the 
cost of fixing it 
yourself by adding 
chocolate syrup to milk. 
l3National Consumer-Retailer Council, Inc., Milk and 
Cheese, New York, 1950, pp. 2-3 ~========~~~~ 
4· Dry milk products 
5. Evaporated milk 
Whole dry milk has the 
same nutritional value 
as fresh whole milk . 
Nonfat dry milk which like 
the skim milk from wh ich 
it is made , has the 
calcium and other minerals , 
the B vitamins and high 
quality protein of milk , 
lacks only t h e fat and 
vi tamin A value of the 
cr eam in whole milk . 
Evaporated milk when 
mixed with an equal part 
of water provides the 
same food value as does 
whole milk . Most 
evaporated milk has 
vitamin D added , a point 
you can check by reading 
the label . 
The Floor Coverings Retailer 
The field trip to the retailer of floor coverings should 
be closely related with the field trip to th e furniture 
retailer . The best arrangement would be to have the group 
take both trips either on the same day or during the same week . 
The field trip participants should esp ecially be alert to 
note the following : 
1 . Soft- surface floor coverings: 
a . Rugs and carpets made of wool. 
b . Rugs and carpets made of cotton. 
c. Rugs and carpets made of rayon and nylon . 
d. Rugs and carpets made of jute , fiber or grass . 
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2 . Smooth- surface floor coverings : 
a . Linoleum floor coverings. 
b. Felt floor coverings . 
c . Floor coverings made of asphalt tile, rubber 
tile, cork tile, and plastic tile. 
A graph illustrating volume of sales for one year in the 
United States is presented for use with this unit. 
The National Consumer-Retailer Councill4 suggests in 
selecting color of rug, the following must be considered: 
1 . Consider the color of the other furnishings 
and walls . For the best effect we need 
colors of various values in a room. If the 
drapes, wall color or upholstery are bright, 
a soft color in the rug will provide a good 
background for their vividness. But if the 
rest of the color scheme is on the quiet side, 
a bright colored rug will add life to the room. 
2 . Consider the size of the room. A rug in a soft, 
cool color will make a room look larger; a 
bright, warm color will make it look smaller. 
3. Consider the amount of the traffic in the room. 
Dark colored plain rugs show dusty foot prints 
easily. Very light colors soil quickly . 
Tone-on-tone rugs in a medium shade of blue, 
green, rose or beige are practical in rooms 
where there is a great deal of traffic. 
Wilson and Eyster15 suggest the following guide be 
utilized when purchasing rugs : 
l4National Council of Consumers-Retailers Inc., Pile Rugs 
and Carpets, New York, 1950, pp . 1 - 2 
l5Wilson, Harmon W. and Eyster, Elvin S. , Consumer 
Economic Problems , South- ,tes tern Publishing Co., Cincinnati, 
1951, P• 307 
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1 . Is there a label certifying that the rug 
meets the minimum standards of the National 
Bureau of Standards? 
2. Does the rug contain a label certifying that 
it conforms to the specifications of the 
Institute of Carpet Manufacturers of America? 
3. Does it contain an informative or descriptive 
label indicating specific quality? 
4· In the absence of one of these labels, check 
the rug yourself for the number of tufts per 
square inch, depth of the pile, and other 
characteristics briefly described for each 
type of rug. Tests disclose that these 
characteristics are the primary factors in 
determining length of wear. 
5. Vfuat is the percentage of wool used in the 
yarn? 
6. What kind and grade of wool is used? Wool 
products sold in interstate commerce must 
disclose these facts . 
7. Investigate .the selvage to see whether it 
will prevent the rug from unraveling on the 
ends and sides. Generally speaking, a rug 
without fringe will wear better t han one 
with fringe because the fringe will tear 
off or wear off eventually. 
8. What is the quality of the backing? Jute 
is better than a cord made from paper. 
9· Has the pile been clipped evenly? 
10 . Is the design perfect or is it a second-
grade rug because of a defect in design? 
11. If a written guarantee is provided, what 
does it specifically warrant? 
12. Is the manufacturer a known and reliable 
company? 
13. Is the dealer reliable? 
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14. Does the rug lie smoothly on the floor? (Even 
a good Axminster rug, however, will curl at 
the ends until it lies on the floor for a 
while . 
16 The following types of rugs and carpets are sold: 
l. Wool : 
2. Cotton : 
3· Rayon : 
4. Nylon : 
5. Jute : 
6 . Fiber : 
? . Grass : 
This rug usually gives the longest 
wear . 
Washable bathroom and bedroom rugs 
are usually made of cotton. 
Cotton is used in combination with 
wool or rayon in rugs . 
Ordinarily used in combination 
with wool or cotton. 
The entire rug can be made of 
nylon. 
Ordinarily used in a backing for 
rugs . Jute gives the rug firmness . 
Fiber is a paper rug , treated for 
tough wear . 
The grass rug is similar to the 
fiber rug . "Wire" grasses are 
used in its manufacture. 
Rugs and carpets are made in the following two weaves :17 
1 . Pile weave : Wilton, Tapestry , Velvet, Brussels, 
Axminster , Chenille, Smyrna, Ravel 
resistant, Orientals . 
2 . Flat weave : Woven, felted , hooked, braided and 
knit. 
l6Household Finance Corporation, Better Buymanship, Floor 
Coverings, Household Finance Corporation, Chicago, 1948, 
pp . 5-7 
l?Ibid. pp 7- 1.5 
46 
Smooth- surface floor coverings include the following six 
types : l8 
Linoleum: A combination of oxidized linseed oil, 
wood flour , r esins , gums , and colored 
matter, pressed or calendered while 
soft on to a burlap or felt backing 
comprise linoleum. 
Printed surface on saturated felt : This covering is 
made on felt base floor covering 
which has been saturated with asphalt, 
painted on both sides, baked and 
finished with a baked enamel surface. 
Asphalt Tile: This tile is made from asbestos fibers, 
asphalt and resin binders, and mineral 
pigments . All of these are bonded 
together with heat and under pressure. 
Rubber Tile : This tile is made of rubber, cotton 
fiber reinforcements to add strength 
and to prevent expansion or 
contraction, c olor pigments, and 
compounds to prevent fading. 
Cork Tile : This tile is made of cork shavings 
and resin binder compressed and baked in 
molds. 
Plastic Tile : It has vinyl resin as its base . 
Special fibers and color pigments are 
added for decorative value . 
The following are suggested uses for smooth-surface 
floor coverings : l9 
Asphalt Tile : A suitable tile for use on concrete, 
metal or wood subfloors . It is low 
in cost . 
Cork Tile: A suitable tile for use in libraries, 
courtrooms, churches , and other places 
where quiet is important . 
18Ibid. pp . 24-26 
19Household Finance Corporation, Better Buymanship, Floor 
Coverings, Chicago 1948 , p . 28 
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Felt Base : 
Linoleum : 
(heavy gauge) 
Linoleum: 
(standard 
gauge ) 
Linoleum: 
(light gauge) 
Plastic Ti l e : 
Rubber Ti le : 
A suitable floor covering for use 
in residences where economy is an 
important factor . 
This is suitable for use in heavy 
traffic areas such as offices , factories , 
hospitals , institutions , and other 
public places . 
This is the proper gauge for 
residential use . 
A good gauge for residential use 
where economy is important . 
A tile that i s suitable for use in 
hotels , hosp i tals , offices , food 
processing plants and residences . 
It is high in cost . 
This tile is suitable for use in 
hospitals , offices , churches , stores , 
and residences . 
The Furniture Retailer 
The group of students who visit the retail furniture 
store should note the following i tems : 
1 . Furniture styles : 
a . English styles . 
b . French styles : 
c . American styles . 
2 . Woods used in furniture : 
a . American woods . 
b . Imported woods . 
c . Undesirable woods . 
48 
3 . Information concerning manu:facturers. 
4· Information concerning merchandise methods . 
A graph illustrating the yearly sales volume of 
furniture in the United States is included as a part of 
this unit. 
The following is a brief chronology of the major period 
styles of furniture: 20 
Style 
English : 
"Tudor Elizabethan" 
Jacobean 
William and Mary 
Queen Anne 
Early Georgian 
Chippendale 
Adam 
Hepplewhite 
Sheraton 
Victorian 
French : 
Louis XV 
Louis XVI 
Provincial 
Dates 
1509-1603 
1603-1688 
1688-1702 
1702-1714 
1714-1745 
1718-1779 
1728-1792 
1760-1786 
1750-1806 
1837-1901 
1715-1774 
1774-1793 
1715-1793 
20Household Finance Corporation, Better Buymanship, 
Furniture, Chicago, 1950, pp . 30-35 
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Empire 
American : 
Colonial 
Federal 
Nineteenth Century 
1795- 1815 
1620- 1795 
1775- 1830 
1820- 1910 
Twentieth Century 1910-Present 
Wilson and Eyster 21list the following woods that are 
used in the manufacture of fur niture : 
Desirable American Woods : 
Walnut 
Oak 
Cherry 
Birch 
Maple 
Chestnut 
Gum 
Beech 
Basswood 
Hickory 
Sycamore 
Undesirable American Woods : 
Ash 
Cypress 
Elm 
Pine 
Redwood 
Cedar 
Fir 
Hemlock 
Poplar 
Spruce 
Desirable ImpDr ted Woods : 
Mahogany 
Ebony 
Primavera 
Teak 
Rosewood 
The student should fami l iarize himself with the 
22 fol l owing furniture woods : 
Alder A Pacific coast hardwood used 
for cores i n plywood, exposed 
parts of moderate and low-priced 
2lwilson and Eyster, ~· c i t . p . 295 
22Household Finance Corporation, ££· cit . pp . 36- 37 
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Ash 
Aspen 
Avodire 
Basswood 
Beech 
Birch 
Butternut 
Cedar (red) 
Cherry 
furniture . Frequently stained to 
imitate walnut or mahogany. 
A hard, strong wood used for 
exposed parts of medium priced 
furniture and upholstery frames 
and concealed parts of furniture . 
Light colored wood with a rich 
sheen. Actually European white 
poplar . Used only for veneers . 
A light yellow colored wood from 
Africa with a rich sheen. Used 
only for veneers . 
Hardwood also called "linden." 
Used for crossbanding in plywood 
panels , dustproofing and kitchen 
table tops . 
Strong hardwood without grain or 
figure . Used in frames and interior 
work as drawer sides and runways 
where stiffness and hardness are 
important. 
A durable strong hardwood with good 
shock-resisting qualities and a 
grain similar to maple . Used for 
exposed parts and back legs of 
upholstered furniture and finished 
in mahogany or walnut . Next to 
gumwood , used most extensively for 
structural work. 
Hardwood sometimes called "white 
walnut~ 11 It is lighter in weight 
and color than black walnut . Takes 
fine finish , useful and serviceable 
wood . 
A softwood from the Juniper tree . 
Chiefly used for "mothproof" chests 
and wardrobes . 
Fine , hard, cabinet 
to birch in grain. 
in solid furniture, 
in veneers . 
wood, similar 
Used principally 
occasionally cut 
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Chestnut 
Ebony 
Fruitwoods 
Gumwood 
Harewood 
Magnolia 
A hardwood light in weight and 
most frequently used as 
plywood cores for which it is 
excellent . Also used in 
exposed portions of inexpensive 
furniture a l though it is weak 
structurally . 
An imported hardwood with dull 
black background and markings in 
brown or yellow. Used chiefly 
for bandings , borders, lines and 
contrast decorations . Frequently 
imitated by staining other woods . 
A hardwood desirable for its 
strength, nail-holding and 
bending properties . Chiefly used 
in curved frames of upholstered 
furniture and exposed parts of 
low- priced furniture . 
Fine, hard cabinet woods, 
principally pear and apple. Used 
for both solid and veneer high 
style French furniture . 
A hardwood commonly used in 
structural parts of moderately 
priced and inexpensive 
furniture . Gumwood is durable 
but warps and dents easily . 
Softer and weaker than walnut 
or birch . Should be sold as 
gumwood. 
An English sycamore leafed 
maple , ca l led sycamore in 
England. Hardwood used for 
veneers . Stained gray; turns 
golden in time . American 
maple often stained to imitate 
harewood. 
Hardwood resembling yellow 
poplar . Used for frames of 
upholstered pieces and cores 
of plywood . 
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Mahogany 
Maple 
Myrtle burl 
Narra 
Oak 
Orientalwood 
Paldao 
Pecan Wood 
Imported reddish brown wood of 
medium hardness possessing 
strength, stability, durability, 
and beauty. Noted for its 
mellow richness that increases 
with age. Available as both 
lumber and veneer. 
Hard maple is a strong, straight-
grained hardwood with good gluing 
properties . Used principally for 
solid construction although wavy, 
curly and bird's-eye patterns are 
used as veneers. Soft maple is 
somewhat lighter and softer than 
hard maple . 
Light tannish-yellow hardwood 
with fine cluster type markings. 
Used for inlays and veneers. 
An East Indian hardwood used for 
veneers only. Yellow type 
somewhat resembles satinwood. 
Heavy, hard and resilient wood 
famous for strength, durability, 
and beauty. Used principally 
for solid and also for plywood 
construction. 
A brown Australian wood with 
black stripes and cross 
figures and mottles. Resembles 
walnut . 
Trade name for Dao from Eastern 
Asia. Color variable light to 
dark brown with black streaks. 
Hardwood. Related botanically 
to walnut . Two classes, sweet 
and bitter. Sweet pecan is 
usually finished to resemble 
walnut or mahogany. 
Philippine Mahogany A name applied to certain 
woods from the Philippine 
Islands . Not a true Mahogany 
and should not be sold as such. 
·- - -=-
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Pine, White and 
Ponderosa 
Poplar 
Prima vera 
Redwood 
Rosewood 
Sapeli 
Satinwood 
Sycamore 
~====~=========-~~~~==--==-=== 
Softwoods of light weight 
and even texture . Used 
in manufacture of 
inexpensive furniture . 
Pale yellow, smooth 
textured softwood. Light 
in weight and lacking in 
structural strength . Used 
chiefly for framework of 
upholstered pieces and as 
cores in plywood . 
A light colored hardwood 
imported from Guatemala 
and Mexico . Once called 
"white mahogany" because 
its light colored grain 
is very similar . Widely 
used for light finish in 
modern. 
Native softwood of 
California and widely 
used on Pacific coast . 
Veneers made from 
redwood burl 
considerably used for 
decoration. 
Imported tropical 
hardwood. Used largely 
as veneer for decorative 
purpos es and somewhat in 
Victor ian revivals . 
African wood resembling 
mahogany . Commonly used 
for veneers and always in a 
strong, straight stripe 
figur e . 
Imported tropical hardwood, 
used mostly for bandings, 
borders and decorations. 
American hardwood most 
commonl y used for drawer 
sides in quarter cut and 
as plywood for drawer 
bottoms . 
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Tigerwood 
Walnut 
Zebrawood 
African wood . Golden brown 
with mahogany stripe figure. 
American hardwood having 
strength and durability, 
moderate weight with 
beautiful and varied 
grain and col6r . Takes 
on a soft , mellow tone 
with age . Available 
both as lumber and veneer . 
A decorative hardwood from 
Africa with pronounced 
stripings o! dark, reddish 
brown on creamy ground. 
Used chiefly for inlays 
and bandings , and 
extensively as veneers on 
modern furniture . 
The Furrier 
The field trip to the furrier will probably have more 
appeal to the young ladies of the class than the gentlemen; 
however, the teacher should stress the need for the 
participation of both groups . In the final analysis quite 
often the burden of payment for the fur coat rests with 
the man. 
The group should familiarize themselves with the 
common terms used in the fur industry and of the 
durability of the different kinds of furs sold. 
It is suggested that the field trip to the furrier be 
closely related to the field trip to the jewelry retailer. 
The nature of fur and jewelry products would classify them 
as luxuries; and for this purpose , if the trips are 
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planned together , the best results will be achieved. 
A graph is presented to illustrate the volume of sales 
for furs throughout a one- year period. 
The following terms are listed for the purpose of 
famil i arizing the student par ticipating in the field trip 
with basic terminology used in the fur trade . 23 
Bleaching 
Blending 
Dressing 
Dropping 
A process of r educing the yellow tinge 
to make a fur pure white as in ermine 
or white fox ; also process of 
lightening c olor of dark furs in 
order to dye these furs light shades 
or to improve the color . 
A process used to accentuate natural 
color of mink , marten, sable and other 
furs by applying dyestuffs on the hair 
tips without c oloring the leather . 
The buyer should ask whether the fur 
has been blended since blended furs 
may fade unevenly unless the process 
has been expertly done . 
A process similar to tanning and done 
to protect the leather from bacterial 
decay and from insect damage . 
Cutting a peltry into long , diagonal 
strips and resetting them in stagger 
formation extends the peltry into 
the length and makes the center back 
of the skin very distinct . The 
finest minks are always treated in 
this manner , one peltry running the 
entire length of the coat and giving 
a narrow l ine to the skin and the 
marking . 
23aousehold Finance Corporation, Better Buymanship Use 
and Care Furs, Chicago, 1948, pp . 30- 33 
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Drumming 
Dyeing 
Electrifying 
Full- furred 
Glazing 
Guard hair 
Late caught 
Leathering 
The placing of furs in a revolving drum 
which contains sawdust . Purpose is to 
clean fur and pelt thoroughly without 
loss of suppleness or luster. Also 
used with pieces of rubber hose in fur 
manufacture to soften skin. 
A process to improve the natural color 
of furs or to give them a color 
different from the natural color . 
Dip- dyeing is the process of applying 
color to skin by dipping or immersing 
the whole skin. Brush- dyeing is the 
process of dyeing the hair covering 
only. Brush dyes require expertness 
to apply them evenly. 
The processes (brushing, beating, 
dampening and ironing) for generating 
static electricity in fur to restore 
11 life 11 , brilliance and character to 
it . 
The term used to signify an abundance 
of fur fiber and well developed guard 
hair such as is found in midwinter; 
prime peltries . 
The process of giving gloss to fur. 
Done by various methods . Generally 
includes wetting and ironing the 
fur to straighten the hair . 
The long , glistening protective 
hair of wild animal peltries . Acts 
as t he raincoat of the animal, 
shedding the water easily. Prote cts 
the softer underfur . 
Descriptions of skins after they 
have passed their 11 prime 11 and 
running inferior in quality. Late 
caught skins are off in color and 
the fur is thin and in many instances 
shedding. Their peltries have tough 
leather. 
Inserting alternate narrow strips of 
leather into thickly furred peltries 
such as wolf or white fox to add to 
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the skin area and to minimize 
its bulkiness . Leathering can 
be detected by blowing the fur 
aside or by looking at the skin 
side of the peltry. 
Let- in Refers to cutt i n g and sewing of 
peltries in such a manner as to 
make them wi der and shorter than 
their original shape. 
Let-out Refers to cutting and sewing of 
peltries in such a manner as to make 
them narrower than their original 
shape . 
Matching Sorting and matching skins of 
similar quality and appearance . 
Moire Wattery pattern (or character) 
revealed in small rippled designs . 
Examples are moire of pony, kid 
or lamb skins . 
Moth resistant A chemical treatment to make furs 
repellant to moths . Still in an 
experimental stage . 
Nailing Means of fastening a part of a 
fur g arment to a board to attain 
the shape set in the pattern. 
Skins are damp when nailed. Vfuen 
dry they continue to hold the 
shape into which they were nailed. 
Oxidation Action of air on dye which causes 
the dye to become fixed in t he fur 
during dyeing (i . e . black dye on 
caracul) or which causes fading of 
a fur when a coat is worn . 
Pe eling Fault common when lambs or kids 
dry out; top layer leaves the 
lower layer . Drying out may 
result from chemical change of 
dress ing and dyeing , or from 
natural causes following lack of 
penetration of preservatives 
used in dressing , or through 
keeping furs in very dry places. 
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Pelt The entire skin, including fur 
and leather . 
Peltry The same as pelt, but usually 
refers to fur skins. 
Plates Skins, pieces of skins or peltries 
sewn together. 
Plucking The step in the processing of furs 
where guard hairs are removed by 
hand or machine . 
Pointing The inserting of badger hairs in 
black or dyed foxes, dogs, etc . 
These hairs are fastened by glue 
to lowest part of surrounding fur 
as near to skin as possible. 
Sometimes an inferior natural fox 
is made to look like a better 
quality peltry by this method. 
Some of the inserted hairs may come 
out in the cleaning process, but on 
the whole they are fairly permanent. 
Prime The condition of peltries taken when 
both skin and fur are at their best 
development, usually midwinter . 
Seconds The assortment term meaning second 
grade or "twos," designated "II." 
Quality is thin furred and skin is 
either blue pelted or tough. Also 
called 11 unprime," "blue pelt," and 
"springy. " 
Shearing A process by which tips of the hairs 
and fur are cut to a predetermined 
length. 
Skin-on-skin A method of manufacturing. Peltries 
are squared off and sewed together 
without changing original 
proportionate length or width. 
Skirts The term used to indicate that two or 
more plates have been sewed together. 
Springs The term denoting spring-caught 
muskrat, beaver, and nutria peltries . 
61 
·-
Springy 
Staying 
Taping 
Thirds 
Tipping 
Underfur 
Waterproofing 
These are the only types of fur 
bearers that have their best 
quality in the springtime, owing 
to the thawing dovm of icy 
mountain streams . 
The term denoting peltries 
taken in the springtime . The 
pelt i s often tough and unwieldy 
in the raw state , sometimes 
rattling like paper . Hair is 
usually coarser and far less 
dense than in the winter-caught 
peltry. 
The application of thin , strong 
cloth t o the back or skin side 
of peltries to reinforce t h em. 
Either sewing l eather into 
peltry similar to process of 
leathering , or sewing cloth 
tape along edges of peltry 
for attaching to cloth 
garments , or sewing cloth tape 
on seams for reinforcement . 
Thirds are inferior peltries 
that are low grade . 
Basically the same as blending . 
In the i ndustry, "tipping", 
correctly, "dipping" is 
recognized as a slight dye bath 
solution to darken the natural 
color of leather in monkeys, 
skunks , moles , etc . 
The soft , thick, shorter hairs 
next to leather which provides 
fur warmth . 
A process to prevent water 
from affecting garment in 
any way . Not practical for 
furs , since it does not 
allow leather to remain 
supple and elLminates the 
possibility of having fur 
glazed or repaired properly. 
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Water-repellents 
Zig zag 
The chemicals applied to furs 
which enable them to shed 
surface moisture in inclement 
weather. Not harmful to furs 
since they do not penetrate 
into the leather. 
The triangular ridges of 
seams joining skins, used 
extensively on Hudson seal-
dyed muskrat, and seal dyed 
coney. From a short distance 
this zig zag joining is not 
visible . Thus the small skins 
of the muskrat and the coney 
will simulate the appearance of 
the large and uniform Alaska 
sealskin. 
The following is a comparison of trade names and real 
names used by the furrier in the merchandising of fur coats:24 
Trade Name 
Arctic Seal 
American Opossum 
Alaska Seal 
Australian Chinchilla 
Australian Seal 
Baffin Seal 
Baltic Leopard 
Bay Seal 
Beaver 
Beaverette 
Broadtail 
Buckskin Seal 
Caracul 
Chinchilla Squirrel 
Chinchillette 
Coney 
Ermiline 
Ermine 
Erminette 
French Beaver 
French Chinchilla 
Real Name 
Rabbit 
Same 
Same 
Australian Opossum 
Rabbit 
Rabbit 
Australian Rabbit 
Rabbit 
Same 
Rabbit 
Sheep or Lamb 
Rabbit 
Lamb 
Squirrel 
Rabbit 
Rabbit 
White Rabbit 
Wease l 
White rabbit 
French Rabbit 
Hare (Rabbit) 
24wilson, and Eyster , Consumer Economic Problems, p.258 
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French Mole 
French Seal 
Galiac 
Hudson Bay Seal 
Hudson Seal 
Kolinsky 
Lapin 
Leopard 
Marmot 
Mink 
Muskrat 
Persian Lamb 
Silver Fox 
Skunk 
Squirrel 
Raccoon 
Rabbit 
Rabbit 
Lamb 
Rabbit 
Muskrat 
Weasel 
Rabbit 
Same 
Same 
Same 
Same 
Same 
Same 
Same 
Same 
Same 
The Jewelry Retailer 
The class participating in the field trip to the jewelry 
retailer should note particularly the following: 
1 . The three basic types of dinnerware: pottery 
earthenware and china . 
2 . The 2 types of silverware : Sterling silver and 
Silverplate . 
3· The types of gems sold : amethyst, diamond, emerald, 
ruby, sapphire and topaz . 
4• The types of costume jewelry sold. 
5. The types of watches sold . 
6. The Watch repair service available to the consumer. 
A series of three graphs are presented with this 
unit to illustrate the yearly sales trend in jewelry, 
dinnerware, and silverware. 
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An explanation of the three types of dinnerware is as 
follows: 25 
Pottery 
Earthenware 
Before the war peasant pottery came 
from Italy and France but most of 
that on the market today is from 
Mexico . Pobtery is usually made 
from coarsely sieved clays. This 
ware is opaque, uneven and 
sometimes only partially covered 
with glaze . It is very porous 
since it is made of coarse clays 
and is not fired to a hard state. 
Consequently it ch~ps easily and 
is not practical for hard use, 
but it is popular because of its 
crude charm. When only partially 
glazed, cups, baking and serving 
dishes of this classification 
give an unpleasant taste to food. 
Earthenware is made of clays 
which do not fuse but change their 
original structure in firing. All 
earthenware is opaque which means 
that if it is held to the light 
the shadow of the hand will not 
show through . Coarse earthenware 
is not fired to as hard a state 
as fine earthenware . When 
earthenware is made of refined 
clays and fired at a high 
temperature to a hard state, but 
is still somewhat porous, it is 
referred to as fine earthenware 
in England and as "semi-vitreous 
ware" in the United States. It 
usually has a deep finish or 
glaze which gives it great 
glossiness . Because this ware is 
durable it can withstand everyday 
use. 
25Household Finance Corporation, Better Buymanship, 
Use and Care, Dinnerware, Chicago, 1951, pp . 1-'( 
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China China is a term which was applied 
to vitrified translucent ware 
when it was first imported into 
Europe from its country of origin, 
China . It is made from combinations 
of special clays . If a piece of 
china is held up to the light, the 
translucency of the ware is clearly 
visible . The rich depth of color 
and luster due to translucency has 
made china beloved for generations. 
A china plate struck with a pencil 
produces a clear, bell- like tone . 
China is fired at such a high 
temperature t hat it is completely 
vitrified (nonporous and nonabsorbent). 
If a piece of china is broken it 
leaves a clear fracture like broken 
glass . However, there is a wide 
range of quali ty in chinaware from 
that which is hard, brittle and 
easily chipped to that which is 
tougher and more durable . 
A few examples of Dinnerwar e terms are as follows : 26 
Names for various dishes ori ginated in England 
and are still used in the United States and 
Canada. 
A "nappie" or "scallop" is a round, 
uncovered vegetable dish . 
A "baker" is an open, oval vegetable dish 
usually made in two s i zes . 
A 11fruit 11 or "sauce dish" is a small deep 
dish , us ed for serving fruit, vegetables, 
or desserts . 
A "tea" is a teacup, not a coffee cup. 
A 11 jug 11 is a pitcher . 
A 11 ramekin11 is a dish with a flat, 
extended rim for an indi vidual portion. 
A " coupe soup 11 is a soup dish without a rim. 
26rb·d -~--1.~·, P · 
A "soup plate" is a soup dish with a rim. 
A "cream soup" is a low, broad cup 
having two handles and saucer, and used 
to serve bisques and cream soups. 
A "bouillon cup" is shaped like a teacup 
but has two handles, used for clear soups. 
The basic difference between Sterling silver and 
silverplate is as follows: 27 
Sterling Silverware : Sterling Silverware 
is made of pure silver to which copper 
is added to give the necessary 
hardness . The proportion of the two 
metals for sterling is set by law at 
925 parts of silver to 75 parts of 
copper and all articles marked 
"sterling" must meet this 
requirement. The metal is solid and 
therefore no base metal can show through 
with wear . 
The quality of the silver used in two 
pieces of sterling must be the same 
but they may differ in the amount of 
weight of the silver used. 
Variation in the amount of silver 
used , however, is much less marked in 
sterling tableware than in sterling 
hollow ware , except for teaspoons 
which come in two or three 
different weights . 
27National Concumer-Retailer Council, Inc . , Keys to 
Wise Buying, Silverware, New York , 1951, pp . 1- 2 
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Silverplate: 
In buying sterling, read the 
tag or label, or ask the 
salesperson, the weight of 
the teaspoons and in 
addition, check to see if 
the tines of the forks and 
bowls of the spoons look 
sturdy and if the handles 
of the forks and spoons 
look strong at their 
narrowest point. 
Silverplate is made of a 
base metal electroplated 
with silver. The two 
metals most commonly used 
for the base are nickel 
silver and copper. Of the 
two , nickel silver which 
is an alloy of nickel, 
copper and zinc, is 
considered superior. It is 
tough and hard, does not 
bend or dent easily, and 
closely resembles silver 
in color . The letters 
"E P N S" on the back of 
a silverplated article 
mean "elec trotyped on 
nickel silver base." 
The Gasoline Filling Station 
It is suggested that the trip to the gasoline filling 
station precede the field trip t o the used car dealer. The 
two trips could best be used together, one trip in the 
capacity of introductory trip to the other. The trip to 
the gasoline filling station initially would give the 
student valuable background material which can be 
utilized during the visit to the used car dealer's lot. 
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The following items should be investigated during 
the visit to the gasoline filling station: 
1 . The gasoline pump equipment. 
2 . An explanation of the difference between regular 
gasoline and "hi-test" or ethyl gasoline . 
). The tax structure on gasoline, federal, state, 
and local. 
4· The lubrication facilities of the station. 
5. The cost, quality, and grading of oils . 
6. The cost of new and used tires . The difference 
between retreaded and recapped tires. 
7. The testing equipment for spark plugs and 
batteries . 
The following check-list is presented to indicate 
the scope of the service provided by the gasoline 
filling station: 
Maintenance items : 
Spring 
1 . Check battery, wires, horn, and lights. 
2 . Drain anti-freeze, flush radiator and 
cooling system. 
). Change oil to heavy grade. 
Every 1000 to 2000 miles 
1. Check battery and fan belt . 
2 . Oil all accessories . 
) . Inflate tires, check tires for cuts. 
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4. Lubricate chassis and change oil. 
5. Check radiator and all hose connections. 
6. Check brakes. 
Every 5000 miles 
1. Clean spark plugs. 
2. Clean fuel filter and carburetor air cleaner. 
3. Rotate tires. 
4. Tighten body bolts and check for worn parts. 
5. Check and adjust carburetor. 
6. Check brake fluid . 
7. Lubricate chassis and change oil. 
8. Check fan belt . 
9· Check battery terminals and cables. 
10 . Lubricate the battery cables and terminals with 
vase line. 
11. Check windshield wipers and headlights. 
Fall 
1. Drain and refill radiator with anti-freeze. 
2. Change oil. Light oil for winter should be used. 
3. Check battery. 
4. Touch up rust spots on automobile. 
The Used Car Dealer 
When the class visits the used car lot, the following 
items should be included for examination and study: 
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1. How the used car dealer appraises automobiles. 
2. The system the dealer uses to prepare a used car 
for sale. 
J . Participation in an actual on- the-lot test. 
The following test is suggested by Gonsumer Reports 29 
when visiting the used car dealer : 
On-the-lot test 
1. The body : 
Look for reworked or beaten-out sheet metal, 
which is revealed by uneven highlights. 
Check to see whether the car has been 
repainted by inspecting the exterior finish 
or by scratching the inside edge of a door 
to see whether there is a different coat of 
paint under the top one. 
Check the body for rust by prodding with 
your finger or the back of a pencil at the 
joints between rear fenders and the body, 
at the lower edges of the doors, and along 
the doorsills at the lower edge of the body 
below door or trunk openings. 
2 . Tires: 
Examine to see whether the sidewalls are 
cracked or abraded, and don't forget the 
the sides toward the middle of the car. 
If any tires (including the spare) are 
badly cupped or unevenly worn, the car's 
front wheels have been and still may be 
out of line . This not only ruins tires 
but also causes heavy wear on the front 
suspension joints. 
3· Front Suspension : 
Stoop alongside a front wheel and grasp it 
29nused Cars , A Report on How to Buy Them, " Consumer 
Reports , January , 1952, PP• 22-24. 
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at the top; then push and pull it to and 
from you. If you hear clunking noises, 
the front wheel bearings , the king pins, 
or the front suspension l inkage joints 
may be loose. 
4· Shock Absorbers : 
Get the body of the car moving up and 
down by stepping on or jouncing the 
bunpers . Test one end of the car and 
then the other . If either end continues 
to bounce up and down a f ter you stop 
pushing , the car needs new shock absorbers . 
5. Under the Hood : 
Check rust spots indicating water leaks or 
wet spots where leaking oil has washed the 
engine casing clean. Water leaks in the 
block or radiator may be serious . Oil 
leaks, indicate at the least, the need for 
replacement of gaskets . Check the fan 
belt for fraying . 
6. Doors and Windows : 
Operate window cranks, lock buttons and 
keys , and open all doors, watching to see 
if they drop down as they come out; then 
close the doors with the windows open. 
If any door has to be slammed extremely 
hard to get it shut, reject the car; it 
may have had heavy body damage, or the 
frame may be sprung, cracked or broken. 
7. The Interior : 
A car ' s interior will reflect the usage 
its had if the dealer hasn ' t reconditioned 
it . Look for worn floor mats and pedal 
pads , which are indicators of heavy use or 
high mi l eage . Feel all seats or bounce on 
them to see whether any upholstery springm 
are broken . 
8. Steering Gear : 
With the car ' s wheels pointed straight 
ahead, check the free movement in the 
steering wheel . If it exceeds two inches 
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along the rim, the steering gear needs 
adjustment to be safe . 
9· Starter : 
With the ignition switch off and the choke 
button , if any , left in, work the starter 
for a second, then wait a moment and work 
it again, until you've done it eight or 
ten time s . If you hear abnormal clashing 
or gri tting sounds as the starter turns 
over, the flywheel ring gear is probably 
badly worn. 
10 . Engine : 
Start the engine with the car ' s hood up. 
It should warm up without very much 
clicking or noise and without any heavy 
knocking . If it sounds as if woodpeckers 
were at work inside the motor , let some 
rich bird lover, buy the car; its repair 
bills are going to be large . 
When the engine has warmed up a little, 
have someone race it momentarily several 
times while you watch the exhaust . If 
billows of smoke appear, definitely blue 
(not gray or black) in color, the car is 
an oil burner and will need a $50 to $100 
ring job soon. 
11 . Clutch : 
Push down the clutch pedal either with 
your foot or with a hand or a finger . 
There should be at least an inch of free 
play before resistance increases . If 
there isn ' t, the clutch may have been 
slipping, and that can ruin a clutch in 
short order. Then, start the engine, 
set the hand brake hard , and put the car 
in high gear . Step gradually on the gas 
as you engage the clutch slowly. The 
accelerator should be pretty well down to 
the floor by the time the clutch is 
released fully, at which time the engine 
should stall because the hand brake is 
preventing the car from moving . If it 
doesn ' t stall , the clutch is slipping. 
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12. Brakes : 
Push down on the pedal. It should not feel 
spongy. Keep the pedal down for a minute 
or two with heavy pressure on it. If it 
sinks slowly, there's a leak in the 
hydraulic system and repairing it may be 
costly. If the brakes are claimed to be 
in good shape, the dealer should be willing 
to have a mechanic pull a wheel and show 
them to you. There should be a good 
thickness of brake lining on both shoes 
and no signs of hydraulic leaks. The 
brake drum should not be deeply scored. 
The following list indicating the depreciation of 1951 
used automobiles was derived from Consumer Reports : 3° 
Rank 
1 
2 
~ 
6 
7 
8 
9 
10 
11 
12 i' ~~ 
17 
18 
19 
20 
21 
22 
~~ 
25 
Car and Model 
Ford V-8 Deluxe 
Ford 6 Deluxe 
Chevrolet Styline Special 
Oldsmobile 88 
Pontiac 6 Chieftain 
Mercury 
Cadillac 62 
Pontiac 8 Chieftain 
Plymouth Cambridge 
Studebaker Champion Custom 
Plymouth Concord 
Buick 40 Special 
Cadillac 6os 
Oldsmobile 88 Super 
Studebaker Champion Deluxe 
Buick Super 50 
Lincoln V-8 
Packard 200 
Dodge Meadowbrook 
Dodge Wayfarer 
Chrysler 6 Windsor 
Plymouth Suburban 
Willys 4 Station Wagon 
Oldsmobile 98 Deluxe 
Packard 300 
3011Depreciation Chart," Consumer Reports, May, 1952, p . 220 
II 
Rank 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
'6 4142 
~ tt~ 
tt~ 
Car and Model 
Willys 6 Station Wagon 
Studebaker Commander Regal 
DeSoto Deluxe 
Lincoln Cosmopolitan 
Chrysler 8 Saratoga 
Nash Statesman Super· 
Packard Patrician 400 
Buick 70 Roadmaster 
Hudson 6 Super 
Henry J 4 
Hudson 6 Pacemaker 
Studebaker· Land Cruiser 
Nash Rambler Country Club 
Nash Rambler Suburban 
Chrysler 8 New Yorker 
Henry J 6 
Hudson 6 Hornet 
Hudson 6 Commodore 
Hudson 8 Commodore 
Kaiser 6 Special 
Nash Ambassador Super 
Crosley Super 
Frazer 
The top car on the list has depreciated the least, 
and therefore has the greatest resale value 
compared to its original factory price; the bottom 
car has depreciated the most . 
The trade- in allowance you can get on a car (as 
opposed to its resale value) depends not only on the 
depreciation but also on the price and make of the 
car you are buying, and an the dealer's eagerness to 
make a sale . 
The purpose of this study has been to provide a guide 
for the use of the teacher of consumer education at the 
secondary school level in the preparation of field trips 
in their own communities . The series of field trips 
illustrated included, the food retailer, furniture 
retailer , floor coverings retailer, furrier, jeweler, 
gasoline filling station retailer, and the used car dealer . 
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Recommendations 
1 . Field trips should be planned for consumer education 
courses in the areas of shelter, recreation, health, 
government , and art . 
2 . The teacher of consumer education in each community 
should contact appropriate businessmen for the 
purpose of making definite arrangements for field 
trip visits . 
3. All available materials in the community that are 
suitable for use in the course in consumer education 
should be discovered, collected, and classified by 
the teacher . 
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